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The'busiﬁéss publication 'in, America is truly coming of
'age. Rooted deeély in the histéry of man's business and
- bommunication'trancactiongz the Busine;s publication' was ‘
spurred into' being by sociological changes in societynwhich
necessitated new modes of communiéakion. As business grew,’
the personal, one—to—onezrelatiogsﬂips within a company began
to disinteg;ateﬂ- In an gttempt to ;ecaptu}eisome of the
familiarity which was the hallmark -of (the. small business, and
to apprise their publics'of thei value, service and person-

alities, many companies began to issue informational publica-

tions. . Lo _ o . p
Todayﬂmore than 10,000 busineés publicatians are beiﬁg :

published. They are of ‘three ﬁyées:’ internal, for empléyees;

externai, for stockholdefs‘,Qealérs, and community leadérs; \

and combinations, servipg both audiences. Their main purposes

are employee relatidns, sales promotion, and public relations.
Despite the size and recent growth of ‘the field, there’

has been relatively little research on business publications.

¥
- '

What studies have been done are concerned with three areas

of the bublicatiop: editorial content, personnel and staffing

e N
structure, and design and editing. L
This study attempted to examine this third area -- ‘design
and editing -- by defining current{ design and editing techniques o

and by spotting design trends in business editing. .. r

{
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A search of the literature.prqduced little information in

this area. Most notable were the research studies conducted
- ’“. »

by IABC entitled "Operation Tapemeasure." These studies
examined the position of the publication editor in order to
determine his place within the company and a little about his
educational background. Tangentially, jhey afso produced

some basic data on the technical aspects of the business publi-

-

cation.

~

George A. Dusenbury, former director of visual presenta-

tion for Look, attempted.to chronicle publication design trends

since the turn of the century in a'series of design clinics
sponsored by the Wational Conference of Business Paper Bditoré
in the 1950's. T

SJQe related material was found in Impact, a technical news-
letter for editors, and_gglig, a magazine for magazine manage-
ment. These studies frequently used the case study approach
to study de51gn. : . ‘

Based on this lack of informatiﬁn and the continued growth
of the business publication, it was determined that there was
‘a vita% need fér résearch.on design rreﬁds..

It 'was dec1dod that a mail questlonnaire sent to a sample

of bu51ness publlcatlon editors would be the best technique

pr—

-
-

for obtalnrpg thc information. Therefore, i%systematic, random

sample of 439 names was drawn from the IABC eﬁbership rolls.

The sample size was determined statistically to insure that

-

it was representatibe-of the entire population.

‘
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Fach editor in the samplc received a queztionnaire dealing

-~

with desiyn of the business publication. Seventy-two per cent of

.

the editors returned the questionnaire", ‘ Data from the question-

naire was analyzed using a "pagkaged" computer program, the
-

]

"Statistical Packaée for the Social Sciences," (SPSS).
Tywo measures iof central tendency were used to develop

profiles of the typical business publication and the three

“ | -
- i

ropular formats '-? magazine, newspaper, and newsletter. These
weré the mean, or average, which was used when interval scale
data such as cost or c¢irculation were involved, and the mode,

, 19 o .
or most frequent response category, which was used for all

~

other data. .
& -
/

Descriptive Analysis -- The Profiles

The typical business publication today is an 8% by 11

magazine, 4 to 8 pages in length. It ig self-covered, p;intéd

on 50 to 70 pound white offset paper, and rarely uses colored
paper or tint blocks. One color of ink, black, is predominantly

used. If a second color is used, red is the most frequent
AN - ‘ :
choice.

The body copy within the typical publication is set in

' /

ten-point transitional type with7one point of leading. It

-

is set justified' in threc columns, 13 to 14 picas wide for .
magazines and.newslétters, and 17 to 20 picas for newspapers.

. Captions and headings are most frequently set in sans serif

A . , . -
K type, and 18 to 24 points in size.
’ \
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One~third of the—pfintedrmatterﬁln the typlcal publi- - |,

caqlon 1s art, of which 80 t6 90 per cent is photography,

tn% remainder predominantly line art. Among the most commonly

uﬁéd art design technlques other than simple 1llustratlons

’

afe center spreads of art, art carried across the gutter,
pLoto esda and bleeds.
fj Typographically, the typical business publlcatlon uses

cap/lower case headlngs, often carried across the gutter,

-

e k;ckers, and subheads.
/ Boxes and small tint blocks are used in the typical _ .

' /
V&Abum.ness publlcatlon, but the amount of white space is small,

-

{

/ approximately 1 to 6.

/ Of those reported, most were internal‘publications with '
~ Y oa circulation between 1,000 and 9,000 but some were as high
. N :
as 290,000,

Produced by one full-time nerson, the magazine generally -
. ‘ N
costs between 10 and 50 cents, and does _not accept advertlslng
+ It is prdnted offset and may be elther unbound or saddlé§t1tched «

.- A summary of the characterlstlcs of the typical bu51ness

publication is contalned in Table 1. . ’ N

! .
’ f

I TABLE 1 here

- -

Before proceeding to~analxsi§ of the various format .

types, it must be noted that a description of the "typical®
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publication is helpful only in*qettiﬁ@‘ﬁ‘@@ﬁér@l feel for
the state of the ;rt in the\bpsiness publications field.
The "typical" publication is like the "average" man; there

is no such thing. Much more information can be gained from

examining the trends within the various publication formats.

Magazine Format Dot ) .

By comparison, the typical magazine is a lengthier, >
- * /

more costly publicatioﬁ than the typical publication.

Also self-covered, the magaziné,cosés approximately 64 cents
per copy and is between 18 and 36 pages in length. The paper
stock is a geavier, slick finish 60 to 80 pound coated stock.
It does use a second color of ink and sometimes a second color
of paper steck or fuil~page tint block.

Typefaces, and siz;s are the same as ghe typical publication
but the.numbe of columns used varies, usually two or three,
lleadings are/approximately the same.

The typical Magazine uses all the design features o%\the
typical publication but adds the &se of unusual typefaces and
"decks or blurbs. ‘

The maé#gine ﬁses 30 to 50 per cent art in its pages,
compared ?o-only 33 per cent in the typical publication. The
division of this art between photographs and line art is
approximately the same.

In addition to the art design features used by the typical

publication, the magazine also uses frames' and other special
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. treatment with pictures to some extent. Boxes and tint ~
ﬁ * blocks frequently are used, and in contrast to the small

‘ proportion of white space used in the~£ypiéal publication,
the magazine uses approximately one-third as much white .
space as printed matter, partiéqlarly in the top margin of
the page. ‘
In all mechanic;l aspects such as pfinting, frequency

of publication, and advertising policy, the magazine re- ' :

sembles the typical publicat{on. \ .

TABLE 2 here -

£l

[

Newspaper Format

el

Of all the formats, the néWspaper most closely
resembles the iypical publication in design characteristics.
It is 4 to 8 pages in length, similar to the typical
. 'publicatipn. Tts page size does vary, however. Although
predominantly 8% by 11, tabloid size (11 by 17) is also
popular. The per issue cost of the newspaper is within
the'ranQe of the.typical publication cost (35 cents), and
it is, of course, also self-covered. It is printed on the
- same paver as the typical publication, and uses one color
paper and ink. |

All typographic characteristics, such as body .

typeface and size are the same as the typicél husiness




puLlication. It also uses cap/lower case headlines,
“subLitlcs, anG in keeping with its news format, jumps.
Roughiy one-third to one-ba'® ~< the nrinted
matter is a;t, approximatély the same percgnﬁagg as reported
.for thelmagazinc,.With an pef cent>phot0graphs-and4id pé} geni o
line art.:. B "< .

Of e~leven possible art desian technigues, the

newspaper most freauently uszs only one -- the photo. essay -+~ ‘in
7/ N - -

L)

Y,
-

»

contrast to the typical publication's four.

Use of white swace is more restricted than in either

the typical publication or the'méqdéine format. . \ .

4 » ) ! ’\\‘\
All mechanical characteristics such as staff and

i circulation' size are slmllar to those of both the maga21ne

and typical publication.

TABLE 3 here

Newsletter Format

The newsletter does differ from the other publication

'3

formats. t is a less expensive publlcatlon, costing approxi-

mately 17 cents per issue; and is aimed at a smaller audience

’ .

of 1000 to 4000 versus the broad range of 1000 to 9000 for the

typical publication, and even higher figures for magazines.

~Z




Again self-covered, it adopts the typical 8 1/2 by 11

page size. The paper is similar to the typical publication;

the newsletter is printed on 70 to 80 pound white offset stock.
e
Two colors of ink/are frequently used by the newsletter, A

-Versus one color of ink only for the typical publication and
ra

newspaper.,

\ Another area in which the newsletter is unique is

- typography. _Very often the cépy fof the newsletter is set on

a typewriter, but of those reporting traditional typefaces and

sizes, they. are virtually identical to.those of the other formats.

The newsletter also uses justified type and a two-column

-

layout in contrast to the populér'three—columntlayout of other

types of publications. Headings and captions are set much the
- . N - /..
e same as the typical publication. '

A very small percentage of the printed mafper\iafthe
newsletter is art (one-fourth), and respondents indicated no(_
variety in art design techniques. White space 1is also miéimal.

The newsletter does use all cap heads in aaditionifo
cap/lower case headings. Similar to the typical publicationl

) and other formats,)the newsletter employs subtitles and bo#es.

T From the compariéon of these profiles, we can see that

the magazine is the most versatile publicatioéon format. It is a
more expensive publication and uses a larger variety of design

features ‘than any other type of publication. Use of art and white .

3 . 3 >
space are more .prevalent in the magazine format. X -




- \/ - ”
L4 . . .
4 . (:
. : 9
* h **" -
' The newspaper appears to have a stricter néews-orien- ¥

tation. It employs standard typographical devices of the

«

newsroom to enhance its message. 1In design features and

‘dverall appearance, the' newspaper most closely resembles Ehe .

?
typical publication. A k! ,

The newsletter is a lower-budget, shorégr publicatidn

aimed at a smaller audience. Use of art and typograbhic‘

\
elements is minimal; however, it does use a second color of

\ .ink. In contrast to other formats, the newsletter frequently‘

is printed in-house.

- . Inferential Analysis = !

Statistical analysis was‘pé%formed on the production

. and design variables to see if.there was any relationghip
between them. The proéuction variables tested @ere: number

of pages, fo;maﬁ, type of publication, number of production
hoﬁrs per issuc, cost per copy, circulation s%ze, staff size,
freqﬁency‘of publication, and advertising policy. Four indices
of design were computed based on the number of design techniques
used by the publicationT These iﬁdices are typographic design,
art design, tecchnical design, @nd‘pverail. In addition, five

¢ - -

other variables were tested: per cent of total art, line art,

photography{ white space, ang number of inks used. ’ . T

Results of the analysis showed that de51gn in the business

.

publlcatlon is Telated to four productlon variables; productlon

time, number of pages, cost per c0py,.and format.

—

a




TABLES 5 and 6 here ' ' «
. o P * 4
: . .
However, none of these variables appeared to have a strong

-

or consistent relationship to ‘the design.

A
.

Format seemed to be the best predictor of the qualXty

of design in the publication. As was'ndted.in the profilesk

the m\?a21ne format utilizes more design techniques and : \
L Y ¥

features than either the newspaper or the newsletter. ‘ '

Size of the staff is apparently not related to the t

design, and cost is only weakly associated with design in-a °

[ ‘ -

ffew areas. 7

«

M v > ' . .
Production time was related toldesign, and although
) o . s 14
the correlation was not high, “it is possible that we ghould

¢

[ 4
look more carefully at this variable. Although we can measure

‘production’time in hours; Wwe cannot measure the imagihation or | '
creativity which an editor expends duriné_thOSe houts,' It may
be those two factors—~cfeativity and imégination—ewhich ete
indeed the real criteria for predicting quality of the overall
publicdatian’désign.

. ~ 3
It is within the mind of the dditor that cost trade-
offs can be ﬁadej that innovative de;ign feéturee are born. \‘;

N

It is very possible that the human factor can hurdle many of

the obstacles, in the path of good design and create an attrac- L Q:

tive publication. - . . T

- ¥ “t
' /‘ R . « o TPpRa

-
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" Suggested Design Techniques ‘ . '

As thérough as this study attempted to be, it was not

possible to list all design %echniques used by publication .

editors. The spechum of techniques "ahd features varies from’
publicatioﬁ to publication, depending on the individuality anq
creétivity of the editor. Therefore, editors were a§ked to
néme any techniqges of layout and design which they %pund to be

visually effective.

Very few layout teéhPiques wege reported. Grid systems
gained a-great deal of support, as did use of,Lechnical advances‘
in the printing industry such as photo tiﬁgsetters, which allow
‘for quigk page makeup. . -

Headlines were the most popular typographic fargét for
désign variations. Editors -suggested the use of vertical héadings
and flags,\specially designed typefaces, and ragged rigﬁt headé.x
It was also suggested that captions could be set‘eithe; to the
right or left of the artwork, and that body copy could be some- )
times set in larger fha; usual point type.

Téchnigal design features inéluded véry;ng column widths,
using rules between columns and ih the margins of the page, anq ‘
decreasing gutter space in two-page spreads. Most unusual was N
the sugyestion of a totally’néw format for §pecial i?sues. o

Most of the desiqn.tecﬂniqugs gﬁggestéd by the editors
were in the area of art design. Seve%al recommended various
scfeening téqhniques fo; halftones-and artwork, such as mezzot%nts

and posterization. A two-color look ‘also was sugggstea through the

4

! - P §
use of duotones. N

’ . - .
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Two techniques of silhouetting were suggested. A ¥

’
central fiqure could either be highf}ghted through dropping

) out' the backgroupd of the picture or throag? projecting the
figure beyond the bounds of the picture fggme.

Other suggestions included backgﬁgund screens of
artwork for copy displays,‘reverses, aéé collage layouts.

. The variety of these suggésﬁions reaffirms the creativity
°f the individual editors. Although many of thgaé&ggestions-
were from magazine editors, newspaper and newslettéi?editors
also rePl;ed with ideas for handling their special problems.

It would be-interesting to compare the design- techniques
of the modern business publication withft§ose of earlier publi-

cations; howéver, data from previous empirical research does not
deal to any great degree with design. Studies are available

from 1952, but most of the data are technical in nature. A few

trends, however, can be defined. The most popular publication

A

is, and has been, the monthly magazine. Now overwhelmingly \x

printed offset, in contrast to letterpress production in 1952,
. - 2
the publi€ation is printed on less expensive paper today and

L]

. N !
fewer inks are used.

‘

The strongest trend seemiyto be in the area of cost.

All'faEtors which affect the overall publication budgétl—papera«

' staff size, numﬁer’gf inks, and type of printing——have'beeﬁ
altered somewhat in-.favor of the less expensive option. - The

publication of the seventies is a less costly publication
) f

which attempts td'gain eyeLagpeal'phrough use of inexpensive

‘.
13

b




13

*

design techniques. gditors today are also more concerned with

.

readability. The most frequently used type size has increased
from 8 to 10 point in the last 11 years.

" Beyond these few generalizations, no empirical data

~

are available.for furthef comparison.

“The design of business publications today is as varied

?

as the companies which produce them. Certainly editors are

attempting fézproduce publications which are attractive ép thgir

readers. Budgéts éan sometimes limit the degree to whick an .

- ’,

editor can use Soﬁe design techniques, however,'editorsfcgn make
5 : i,

H

up for l&dck of fundé,through imagination and creativity;.

~
. - ¥, ’

“ I 2

i
. *
Directions for Future Research i

./'
[

As work on this study progressed through the various

4 .
stages of research and analysis, certain areas of possible

further research became obviousf@ Although this study was
-

limited in its scope to only one\bhblication from each company,

future studies might examine allithé’publications from a sample

b 3

of organizations to determine not only what their primary pub-

lication looks like, but to also study the variety within their

2

publications.’
It would also be valid to compare the business publica-

'tion in the United States to those in Europe and other countrigs

“

hY
where™the business publication has become an accepted communica-

tions meé;ﬁm&. Baker did this to come extent through a design

u, .
analysis of a European publications, but a much more extensjive

study is called fox ' .

.

\
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Another comparative technique would be to examine

the design of the business publication in relation to that of

consumer magazines published in the United %tates today. How !
are they the same? How do they differ? What techniques used

by ene type of publieation could be e&fectively used in the

other? -~ . / .

L

Instead of studylng the publication or its editor,

5,

~

interesting research could be canducted on the effect&of

RS

magazine design on the reader. This could be done in several

different ways. Experimental research could be conducted in
which groups of individuals were shown various design technigques

and dasked to rate them for readability, comprehens1on, and

1

. overall attractlveness. These ratlngs could then be compiled

and an index of the most effective design techniques produced.
» “ \

Thé problems might also be approached by surveying the
readers of one company magazine to determine what features tthey .
like the most and which ‘ones they do not like. The researcher N

also could ‘ask the 'reader to compare his company publication,

LEIRN

on-a design hasis, with any consumer publications which he receives.

¢ *  Confining the fieidjbf research to design in business

. . publications, these ‘appear to be some of the most fertile

»

. " research areas.
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. "Table 1
,S \ ~ Profile of the Typical Business Pubiication .
Voo, Format Magazine
Number of Pages ) ™~ 4tos '
\ . -~
Frequency of Publication . Monthly . !
[ .. ° M
. Productiop Time ; 40" to 1090 pours
Type of Publication% ’ Internal - - "
% .
Circulation 1,000 to 9,000 ° -
Advertising Policy Not accepted
Cost Per Copy . . _$.10 to 5.50 )
Staff One full-time person '
. Cover , Self-cover
' -
Internal Paper 50 to 70 pound wnite offset, 8% by 11
\ Printlng Offset by a contract printer
7. .
Binding Unbound or saddlestitched
Inks Predomlnantly black, red for second’
color .
Body Type ) ' Transitional typeface, set 10/12,
C justified 1n three columns, 13 to 14
’ picas wide for magazines, 17 to 20 .
picas wide for newspapers .
baptxons " Sans sgrif'typeche, justified v,
Headings - Sans serif typeface, most frequently b
| 18 to 24 point, largest is 36 to 48
: ¢ point, smallest is 12 to 14 po.nt -
L4 - , %
Page Humber . ~ Bottom duter corner of ‘page
8T -
Propoftion of art fo copy 1 to 3
Per cent photos ’ 80 to 90 per cent
Per cent line art 10 to 20 per cent
Propnrtion of white space
\‘l to printed matter . Cap/lower case heads, heads carried
Type Dasign Features agross the gutter, decks or blyrbs,
subtitles or kickers, subheads .

3

Art Design Features . Center spreads of art, art carried
. * across the gutter, photo essays,
bleeds

Technical Design Featnres .
© € 9 .égoxes, tint blocks

.

4 N . .-

| , A .
ERIC . . . /

Aruntoxt provided by Eric
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’ Profol s ot
. " 9
Noarbor of Tag 3 .

Frequency of Pnblxq;tlon
Frojuctior Time
Tepe of Publiéaglon
- ) Cirzatlation
Advertising Policy
énst Per Copy \
Staff

Covnrx

[nternal Paper
Printing

Binding

Inks

r

Body Typa

Ca;zinns,

Heaidinqgs
M

3

° .
Paqge iluvber
t
v Froportion of art to copy
fpr ~ent photns
Per remt line Aart
—

Fropprtion of white space
to printed matter

.w;.

T%f$§DGSiqn Features

a’ “
Art ﬁesign Features
Technical Design Features .
,. -
® 3
« ‘

o . - <

ERIC .

s ,

Tabte 2

-16 .

My ane §ormat

14 tn 36

tonthly

175 hours .

fnternal

i3,800

Not acecep- od

$.64 D~

0;9 full-time person

Self-cover

60 t% 80 pound white coated, 8Y by 11
Oftset by a contrn(g printer '
Saddlestitched

First color black, socond i1s red or
blne

Transitinnal typeface, sot 11/12,
Justified in either three co.Lurns,
13 to 14 picas wide 4r two columns,
20 picas wide

Sans serif typeface, justified

Sans seri1f typeface, most frequently
24 point, largest 1is 36 to 43 point,
smallest is 12 to 14 point

Bottom outer corner of page

1 to 3
90 to 100 per cent

0 to 10 per cent -

l‘tO 3 .
Cap/lower case heads, all *cap heads,

heads carried across the gutter,

unusual typefaces, subtitles or
Kickers, subheads, decks or blurbs .

Center spreads of art, art carried
across the gutter, bleeds, photo
essays, frames around pictures

Boxes,, tint blocks, extensive white
'space

~
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3 Table 3
Profile of the tiwspamwir Format
e
Number of Pages 4 to 8
. Frequency of Publication Monthly
Production Time 24 hours
- .
Type of Publication Internal
Circulation 15,000
2 Advertising Policy “Not accepted
Cos; Per Copy $.35
Staff One full-time person
. .
’ Cover No cover -
Internal Paper 60 to 70 pound white offset, 8% by 11
. or L1 by 17
Printing - . Offset by a contract printer .
Binding . Unbound
- Inks ' Predominantly black, red for second ‘
‘ color
Body T}pp Transitional typeface, set 10712,
o Justified 1n three columns, 17 to 20
' ’ prcas wide, or four columns, 17 to 14
picas wide
Captions Sans serif typeface, justified
Headings . ) Sans serif typeface, mIst frequently
’ 24 point, largest 15 36 to 48 point,
<, smallest is 14 to 18 point
Page lumber top outer corner of paje
Proportion of art to copy .1 to3
Per cent photos 90 to loofber cent
Per cent line art . 0 to 10 per cent

N

Proportion of white space -

to printed matter I to 10 ; i .
N,
Type Design Features Cap/ lover i ase heads, spbgi*les or
N : , kickers, }uj;;,ﬂaﬁbheads~
. . ; : B
Art Design Featuresg "~ Photo esifo
/ .

. Technical Design Feature~s Boxes, tJnt blocks

. ERIC

¢
Aruitoxt provided by Eic:
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Toebln 4

Profile of the HNew-letter Format .

Number of paages
Frequency of rublication
Production

Type of Publication
Circulation

Advertising Policy

Cost Per Copy

_ Staff

ERIC

Aruitoxt provided by Eic:

/ Type

Cover
Internal Paper

Printing
’

Binding

Inks

Body Type

Captions

o
Headings ™
/

/
/

Page Numbér
Pro;?rtl n of art to cop&

Per cenft photos

Pér cent line art

?rbpoﬁiion of white space
to printj? matter
sjqn/Features

4
14

Art D s{gﬂ/Features .

Technical Design Features

Foor
Monthly
54 hours

Internal -

5,500

Not accepted

$.17

One full—tiﬁe persoq

Self~cover

.

70 to 80 pound white offset, 8% by 11

Offsct by ecither an in-house or
contract printer

Unbound

Predominantly black, red for second

- color : . -
Transitional ‘typeface, set 1G/12 or
10/11, justified in two columns 13
to 14 picas wide, or three -columns,
16 to 20 picas wide

-

Sans serif_or transitional typeface,
justified

Sans serif typeface, most frequently

24 point, largest is 30 to 36 point,
smallest is 12 point -

Not ‘used

1l to 4

90 to 100 per cent

0 to 5 per cent

1 to 10

All cap headinys, cap/lower case
headings, subtitles or kickers

None

Boxes .

«d -




Tabhle 5

19

Moaswes of Association and Their Sigmificanee for
Nine Production Variables and Four Design Indices

-

S
Mrodudtion  {Mypogqraphie |Art Tedmical werall
Variadle  jbesign Design Design s ign
Type of Vv = .084 V = ,068 V=119 V= .06l
Publicdtion

| p=.378 |p=.8355 |p=.0740 |p = .9020
! V=.,21%5 vV = .288 V= .,210 vV = .,287
' [Format
| p < .000L {p < .0001 |p< .0001 |p < .00UL
Fregquency off T = .049 T = ,128 T = .143 T =,117
Publication
. p=.4819 |p= 0005 |p = .0001 |[p=.0013
Advertising | T = —-128 [t =-.012 |1 =-.038 |1 =-.,083
Policy )
p=.0005 [p=.3788 |{p=.1633 |p = .2320
munber of =.1672 |r=.1838 |r = .1990 |r = .2299
Pages " ‘
p=.002 |p=.001 |p=.001 |p=.001
. ‘l‘: ;;? 7 "
Production | p = 2968 |r = .1992 |r = .1696 |r = .2362
rime . “
/. |p= 001 p = .001 p'= .003 p = .001
[
Circﬁ/ation r=.1800 |r = .0796 {xr =.0993 |r = .1060
p = .001 p = .094 p = .045 p = .035
e -
Cost Per r = .0497 |r = .1842 |r = .1340 |r = .1548
(,'oi)y . - N
N Y AL p - .002 |lp= .0l6 p = .007
: . .0231 = .0093 {r=.1340 |r = .1548
— |staf£-Size At e r 45
p=.35 ip .43 |p=..283 |p=.300 |
v Lo \ . ) .
Note: . For a measure of association to be valid, 1ils

significance level (p) must be .050 or lower.:

A“-J

N
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Tabhle 6

Measures of Assocration and ‘heir Significange for
Nine Production Variables and Five Design Variables

l‘1<xl\u'g\(n1 I'er cont Per cont Por cont Poa oent Nundxr of
Vilable Photos lme art Lotal art  |white spaoe|inks

- ype of vy = 094 V=_.116 |V=.145 |v=,132 |Vv=.171
Publication . 4
p=.537 | p=.389 | p=.1745 | p=.3077 | p = .0076
Format v=.191 V=.193 |V=.227 |Vv=.199 |V=.239 ]
p = .0019 p=.0006 | p=.0003 |p=.0l22 | p < .0001
~ .
Froquency of |t = =071 T =".055 T =.063 T =.129 1= .229 g
Publication ’
p = .0361 p="0770 | p=.0627 {p = .0028 | p < .000lL
Advertising it = .067 t=-.067 | d=.167 T = .087 ;\;\~:087
Policy - )
p=.0463 |p=.0424 | p<.0001 |p=.0329 | p= .0130
‘umber of r = -.1766 | r = .1564 | r = .0036 | r = .0057 | r = .2276
Pages ’

= ,001 p = .004 p = .477 p = .468 p= .00l
i

L1185 | r= .1292 | r = .3270

.0162 r

’1 .,
"

Production |r =*-,1348,

b = .016 p=.38 |p=.03% |p=.041 |p=.00L

-.0947 | r=.0490 | r = -.0532| r = .0052 | r = .193) '

p = .056 p = .201 p=.19 | p-=.471 p = .00l - *‘ f~

Circulation |r

V4 - - -

21673 [ r= 22101 | r= L2000 |

- " lcost per . lr=-.0860 | r = .0853 | r

e 9y .
p = .088 p = .087 P = .006 p =002 p= .0ul

.0738 | r=20%8 | r=.0736 | r= .15/ |

-.1093 r

staff Size [T’

p = .032 p=.101 |p=.27%6 |p=.147 |p- 003

Hote: For a measure of association to be valid, its significance leyel
(p) must be .050 or lowcr.

\ el L2
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